
Yes, we have                 !

WDFW social media overview

!



Why social media? 

We communicate:

Opportunity  
• DISCUSS our products, public service and value; 

Identity  
• DEMONSTRATE that we identify with people, 

their needs and their values; 

Service 
• ENGAGE with people to reduce barriers to 

support and participation



Social media – audience choices

• Facebook – 2.27 billion users

• Instagram – appeals to younger crowd, teens to millennials

• Twitter – this is used actively by journalists, activists, and politicians

• YouTube – the first stop for people who want to know how to do 
something, heavily used by millennials, and all of us.



Everyday benefits
• We make friends: we identify with 

people/recognize partners.

• Partner highlights - Thank you to 
hunters, anglers and others who 
act for conservation. 

• Record fish stories – celebrate 
sportspeople. 

• CCA King of the Reach

• We dispel the bureaucrat image: we 
humanize this agency

• KBD and people features

• Facebook Live/Get Hooked 
Foundation, 

• NHFD – we are there, we care 
about you. 



Everyday benefits 

• We fuel marketing and sales: we 
bring the audience.
• Razor clamming (120K audiences recently 

achieved with a single post among many)

• #WaterfowlWednesdays to promote waterfowl 
hunting and watching Oct 2018 – Jan 2019

• #BassWeek to promote bass fishing in summer 
2018

• #watroutderby promotions for the annual trout 
fishing derby -- we drove the audience

• Black Friday fishing (30-50K audiences typical)



Local, useful content

• Local and useful content 
helps broaden our 
audience for free.
• Pheasant release video

• Port Townsend deer 
rescue video - 20K

• Lands showcase highlights

• YouTube how-tos.

• Takeaway: We 
rely on regions 
and regional staff 
and the public.

https://www.facebook.com/WashingtonFishWildlife/photos/a.390652606760/10155640347616761/?type=3&theater


It’s working.  
Facebook Twitter Instagram

2013 >10,000 5,000 Not present

2015 35,000 10,000 500

2017 89,000 19,500 4,500

Today 94,000 21,000 7,000



Drilling down on Facebook audiences 
(main Facebook page, state and regional comparisons)

Sister agencies:

• WDFW 94,000

• Parks 84,000 

• WA-DNR 21,000

• Ecology 13,500

Fish and Wildlife agencies:

• ODFW 108,000 
(with more investment)

• CDFW 53,000

• IDFG 15,000

We are a heavy hitter in 
Facebook . . .



stats. . .

• A constant source: WDFW YouTube. 
(2.6 million views over 12 years).

• 470,000 views of our video over 365 days

• YouTube is a top sources of info for 
Millennials (and for all of us.) 

• Some how-to videos have 10s of thousands 
of views. 

• Walleye: 284K
• Trout: 90K
• Pink salmon: 74K
• Bass: 60K
• Razor clam 60K
• Catfish: 40K



La Follette School for Public Affairs
17 states social media benchmark

• WDFW in top third (5th out of 17) for Facebook follower 
numbers

• WDFW third highest number of Twitter followers

• WDFW was second highest in group of 17 for YouTube.

• Take-away:  We compare very favorably in terms of social 
media audiences. . .



The mysterious Facebook algorithm
• Facebook uses a variety of algorithms to place content into people’s news feeds. 

• January 2018 News Feed algorithm change to prioritize content from “friends, family, and 
groups” (meaningful interactions) 

News Feed Visibility = 
Interest x Post x Creator x Type x Recency
(+ 100,000 other personalized factors)



1. Produce quality content to spark conversations



2. Utilize videos to spark discussion
Facebook Live

• Event promotion (NHFD, 
sports shows)

• Coordination with 
Marketing Campaigns 
(Bass Week, Trout Derby)

• Joint Live videos with 
ODFW, USFWS, DNR, WA 
State Parks

• Awareness (White-nose 
syndrome, Boater Safety)



3. Connect with social media influencers
• Use public-submitted 

photos

• Video contest

• Share Your Adventure
• Waterfowl Story

John & Louis Fish NE WA

https://www.youtube.com/watch?v=UMEpNlHemDU&feature=youtu.be&fbclid=IwAR2DEOig-omZMde6MVYGMBuE_zBrB4UlwbHplWAapifuSnW4gXqfJlNh7PQ


4. Target users via Boost Posts & Paid Ads



How we target

• Location
• Age
• Gender
• Language
• Interests
• Preferred social 

media platform







What’s up next

• Amplify collaboration with sister agencies, 
USFWS, Tribes, Communities and other 
partners

• Continue lands showcase, volunteer and 
partner profiles.

• Continue focus on meaningful interactions 
and support marketing efforts to promote 
opportunities

• Explore adding Facebook groups for more 
regionalized approach.



Recommendations/Resource needs:

• Easy new investment: Cameras/Video equip and training investment.  

• Easy new investment: Our own dedicated budget for social marketing 
and public relations advertising.

• A larger commitment: Action/Decision on Communications 
Consultants based in regions  -- there is value in cementing the 
connection between real world and virtual communities.



Brought to you by. . .

Official social mediators

• Jason Wettstein, Community Relations and Social Media Manager 
(360) 902-2254

• Rachel Blomker, Community Relations Specialist 
(360) 902-2236

• Becky Bennett, Enforcement Community Outreach Liaison
(360) 902-2384

• And, ramping up, Staci Lehman from Spokane (509) 892-7853 

• Our people around the state: fruitful relationships with every part of 
the agency and the external public . .  .


